The aim of this study was to evaluate the impact of affective and cognitive determinants of consumers' attitude towards mobile advertising in the Qatari mobile market which is going through a technological and a social change. The data were gathered using face-to-face and online questionnaire based survey from a sample of 18-24 year old Qatari consumers. A total of 256 questionnaires were collected out of which 227 became part of the data analysis. The results indicated that young consumers' attitude towards mobile advertising in Qatar was favourably influenced by perceived entertainment, degree of innovation, level of informativeness and social norms. At present, young consumers are not too concerned about permission-based mobile advertising as irritation is not a serious issue. Still, marketers need to be careful towards overwhelming or annoying the consumers with irrelevant and excessive mobile advertising.
Introduction
Post 2010, the rapid proliferation of smart phones in most regions of the world created a useful medium for advertising (Saadeghvaziri and Seyedjavadain, 2011; Liu et al., 2012) . Mobile advertising refers to any marketing communications that generates or supports new customer acquisition with textual or visual messages [Okazaki et al., (2012) , p.1]. A variety of formats (to include mobile-based internet, Bluetooth technology and couponing) are being used as carriers of advertising. Lohr (2013) described mobile advertising campaigns as 'spray and pray'. Haq (2012) adds that despite of covering a range of options, mobile communications has the unique feature of being personal which is popular amongst a majority of mobile users. Hence, personalisation, mobility and wide variety of communication choices gives unique features to mobile advertising to stand out among the other types of advertising (Park et al., 2008; Yeh and Lin, 2010) . Feldman (2008) believes that mobile advertising offers "the ultimate direct-response mechanism, uniting traditional advertising with direct marking". He added that mobile advertising is low cost compared to other forms of advertising and the results are measurable where return on investment (ROI) can be calculated. A number of studies have been done exploring the attitudinal and behavioural intent towards mobile advertising (Bamba and Barnes, 2007; Batat, 2009; Beneke et al., 2010; Carroll et al., 2007) . Most of the existing research looks at the consumers from the developed and mature markets. Limited amount of research has been conducted within the culturally distinct, yet socially and technologically evolving, markets and their attitude towards mobile advertising. In particular, there is no academic research that has been done on Qatari consumers. Qatari population demographics present an interesting mix where 65% of the population is under 35 years old (Source: CIA The World Factbook, https://www.cia.gov/library/publications/the-world-factbook/). This is indicative of a favourably biased segment as far as the future of mobile advertising is concerned. Young smart phone users (especially 18-24 years old) experiencing both cultural and technological transformations within a largely traditionalist society, and how this is impacting their attitudes towards mobile advertising, is a research area which has not been looked into. This study intends to be amongst the first to address this gap. Furthermore, GCC region where young consumers are majority users of smart phones is a promising market which cannot be ignored (Mohammad and Awadhi, 2012) . According to Harrison (2013) , "with many Gulf Corporation Council consumers now owning two handsets, mobile advertising represents a golden untapped opportunity within this region". He added that by 2016, the Middle East and North Africa (MENA) region will reach triple digit growth in mobile data traffic (estimated to be around 103%). In his article, Harrison (2013) stated that Qatar had the highest mobile click through rate (CTR) in marketing campaigns. According to ictQatar Report (2015) , there were 2.9 million mobile subscriptions in Qatar using both Ooredoo (local telecommunications service provider) and Vodafone. Out of these 2.6 million subscriptions, 1.65 million were broadband subscriptions.
Within fast changing markets (to include Qatar), such a study is important as the uptake of mobile phone technology and advertising are on the up (Saleem, 2013) . It would be timely and useful to conduct a study to gain insights into the determinants of mobile advertising consumption amongst the young consumers segment. To utilise mobile medium as an effective tool for advertising amongst young consumers, their attitudes towards mobile advertising need to be assessed. The study intends to identify the determinants of mobile advertising which could impact the acceptance or rejection of mobile advertising amongst young consumers experiencing technological and social transformation.
In terms of technological progress, information and communications technology (ICT) sector, especially mobile communications, has seen a rapid growth in Qatar (Manochehri et al., 2012; Osman et al., 2014 ). Qatar's mobile penetration rate stands at 167% (2015 figure) which is one of the highest in the world (Benmamoun et al., 2015) . An investment in excess of USD 3.2 billion in 2014 transformed the digital ICT infrastructure where ultrafast connectivity was available in the form of 100 MB bandwidth supported by 4G technology (ictQatar Report, 2015) . These improvements enabled easy access to rich digital content. Further, infrastructure enhancements are in the pipe line where a national broadband network capable of carrying 128 MB/Second is expected to be completed by the end of 2016 (ictQatar Report, 2015) . These ambitious digital infrastructure upgrades should empower the development of innovative marketing services including mobile advertising.
The rest of the paper is divided into eight sections. The next two sections are about purpose of the study and research objectives. Then literature review and research framework are presented. After this, research methodology and results are outlined. Finally, discussion, limitations, future research and references conclude the research paper.
Purpose
Very few studies have researched the mobile advertising attitudes of Middle Eastern consumers. More specifically, the effects of mobile advertising attitudinal determinants have not been investigated within the rapidly growing and socially transforming mobile communications markets of GCC. This study intends to fill this gap by conducting an investigation that will evaluate the attitudinal disposition of young Qatari consumers towards mobile advertising. According to ictQatar Report (2015) , smartphone usage is on the exponential growth curve amongst the Qatari youth. Still, little is known about the reactions and attitudes of this major user group towards mobile advertising.
In such dynamic markets, marketers may not be sure about relevance and effectiveness of the new ways and methods (such as mobile advertising) of communicating with the customers. Proposed study intends to address this issue by investigating the current attitudes of young Qatari consumers towards mobile advertising in a rapidly changing and evolving Qatari market. The findings of this study should assist marketers to modify, complement and focus their mobile communications strategies and improve the effectiveness of their direct marketing efforts in technologically and socially dynamic markets.
Literature review
The research related to mobile advertising has identified a variety of determinants which influence attitudes related to mobile advertising (Haghirian and Inoue, 2007; Vatanparast and Asil, 2007; Varnali and Toker, 2010; Chen et al., 2013) . According to Bauer et al. (2005) , innovativeness, current knowledge and experience influenced consumers' attitude toward mobile advertising. As per Kamphuis and Ramnarain (2012) , in all type of advertising, attitude is affected by social norms, risks, behavioural intention and perceived utility. Kamphuis and Ramnarain (2012) added that there were two dimensions to consumers' acceptance of advertising: 1 innovation-based acceptance 2 utility-based acceptance.
In the innovation-based acceptance, perceived utility was affected by informativeness, entertainment and social norms. Usage of available knowledge influenced the perception of innovation's complexity (Moreau et al., 2001) . Therefore, innovation became less complex and more acceptable with consumer's increasing experience with it. When explaining utility-based acceptance, Kavassalis et al. (2003) stated that consumers accepted mobile advertisement only if it was beneficial to them. Kamphuis and Ramnarain (2012) elaborated the concept of utility-based acceptance by suggesting that consumers selected and used mobile media to strengthen their information acquisition capacity (in terms of volume and access), emotional experience, and the need for being in touch (mostly with the family and friends). This they labelled as uses-and-gratification approach to fulfil their needs of information acquisition, emotional satisfaction and social acceptance which was be a part of utility-based acceptance.
The emotional influence of irritation and entertainment on attitude towards mobile advertising have been researched (Park and Salvendy, 2012; Saadeghvaziri and Seyedjavadain, 2011; Van der Waldt et al., 2009 ). Reduction of irritation and enhancement of entertainment tends to increase advertising value where the outcome is favourable consumer engagement (Liu et al., 2012) . According to Mir (2011) , consumers showed better attitude toward permission-based mobile advertising where a consumer received an advertisement only if he/she agrees (Tsang et al., 2004) . Hence, permission-based mobile advertising increases the probability of successful communication and reduces irritation caused by spam (Kamphuis and Ramnarain, 2012) . Carroll et al. (2007) pointed out that consumer's preference for timing, frequency and content must be considered when transmitting mobile advertising messages. A number of studies considered permission as a pre-condition for reducing negative attitude towards advertising which could be the result of irritation caused by unauthorised intrusion (Kleijnen et al., 2007; Javadi et al., 2012) ; Sreenivasan and Ismail, 2013) . Especially, the effort to view or read the unnecessary messages before deletion tends to upset the consumer (Bamba and Barnes, 2007) . Varnali et al. (2012) and Grant and O'Donohoe (2007) identified key sources of irritation being linked to intrusions based on commercial messaging and spam. Campbell and Wright (2008) also agreed with this adverse influence. Their research showed that the irrelevant information and excessive interactivity tends to increase the annoyance factor and as a result consumers' attitude toward mobile advertising turns negative. As mobile phone is considered a highly private and a personal device; invasion of privacy (sending messages without prior consent) is regarded as an unacceptable practice (Wehmeyer, 2007) . Javadi et al. (2012) research about young Iranian consumers highlighted interactivity and entertainment as having a positive impact on consumers' attitude towards mobile advertising. They concluded that the more a consumer likes searching for product information, the more positive is the attitude toward mobile advertising. Javadi et al. (2012) agreed with Blanco et al. (2010) and further confirmed that entertainment and informativeness affected consumers' attitude toward mobile advertising. They stated that the "the value of entertainment lies within the ability to fulfill the consumers' needs for escapism, diversion, aesthetic enjoyment and emotional release. Entertainment is a crucial part of mobile advertising". People's feeling of enjoyment played an important role in their overall attitude toward mobile advertisements (Haq, 2012) . Entertainment services add value for the consumer and tend to increase the loyalty level (Haq, 2012) . Peter and Olson (2002) stated that levels of promotional innovativeness have increased due to substantial increases in advertising using digital technologies. Consumer's existing knowledge affects the process of his/her decision-making about technology usage. Bauer et al. (2005) also linked prior experience of mobile medium with adoption of new mobile services. Therefore, increased familiarity with mobile medium improved participation in mobile advertising campaigns by stretching the innovation comfort zone of the consumer (Varnali et al., 2012) . Hajizadeh et al. (2011) studied the effect of mobile advertising on public donation for cancer patients and cancer control programs in Iran. They concluded that perceived social utility was the main determinant influencing people's willingness to donate. They found that social norms positively affect the consumer's attitude in accepting mobile advertising. They added that information provided through text message advertisements had a considerable influence on building trust between the sender and the receiver resulting in positive (social) reputation. Bendixen (1993) outlined that one of the key objectives of advertising is to create awareness and inform customers about a product or a brand. Relevance (of information) has been indicated as another important advertising factor as it relates to the level of attention and interest that is generated (Siau and Shen, 2003) . Mobile advertising needs to have qualitative features such as timelines, accuracy, and usefulness (Siau and Shen, 2003) . Hence, content and information provided in mobile advertising has a direct influence on consumers' attitude and effectiveness of advertising (Blanco et al., 2010) .
Mobile advertising has a unique feature of personalisation which provides marketers and advertisers with opportunities to approach consumers' effectively and efficiently (David, 2007) . Real time personalisation can be achieved through mobile advertising (David, 2007) . Personalisation tends to reduce the negative effect of irritation on consumer's attitude. Personalisation features enable advertisers to target a certain segment of consumers who have similar shopping patterns and habits (David, 2007) . Hence, personalisation not only strengthens the relationship with the consumers but also increases the levels of trust and credibility.
As per Jung (1971) , attitude is a willingness to act or react in a specific manner. Consumption attitude is related to explaining and predicting consumer's intention towards selecting or utilising products (Honkanen et al., 2006) . Consumption behaviours are profoundly affected by favourable or unfavourable attitudes (Ajzen, 1991; Jun and Lee, 2007) . The proposed research intends to evaluate the impact of key determinants of mobile advertising consumption on the attitudes of young consumers within a technologically and a socially evolving market which is enthusiastically embracing mobile technology and its marketing-related uses. Consumers perceptions related to entertainment, level of control, informativeness and cultural fit have been shown to impact levels of mobile advertising acceptance (Haghirian and Inoue, 2007; Okazaki, 2007) . Hence, a thorough understanding of consumer experience towards advertising messages especially in relation to content, source and design is fundamental in gauging their attitudes towards mobile advertising (Palka et al., 2009; Zhang and Mao, 2008; Chen et al., 2013) .
Research framework and hypotheses
The research framework is predominantly grounded in theory of reasoned action (TRA) and uses and gratifications theory (UGT). According to TRA (Ajzen and Fishbein, 1975; Ajzen, 1991) beliefs (both cognitive and affective) influence attitude (positively or negatively). Therefore, in order to understand attitude, the determinants shaping that attitude need to be assessed (Kuo and Yen, 2009; Soroa-Koury and Yang, 2010) . In relation to the usage of mobile advertising, UGT has identified a mix of utilitarian (to include informativeness, innovativeness and personalisation) and non-utilitarian (to include entertainment, irritation, control and social norms) motives (Wei et al., 2010) . So, entertainment, enjoyment, personalisation, control, cultural fitness and informativeness have been perceived to be the gratifications which consumers expect from mobile advertising (Castells et al., 2006) .
Entertainment
In order to grab consumers' attention, it's essential that the advertising message is entertaining and concise because high interaction and pleasure-based involvement with the digital media has a positive impact on consumers' attitude (Blanco et al., 2010) . Since, most people have a tendency for natural playfulness, offering games and prizes via short messaging gains more consumer involvement (Haghirian and Dickinger, 2005) . Consumers who find mobile advertising useful and enjoyable are more likely to accept it (Yang, 2007) . Entertainment tends to create positive emotionality which evokes a favourable consumer attitude towards mobile advertising (Saadeghvaziri and Seyedjavadain, 2011) . Including humour and music in the mobile advertising, as entertainment ingredients, is likely to enhance the interactivity of mobile advertising (Gao et al., 2009 ).
H1 Perceived entertainment related to mobile advertisement has a positive effect on the consumer's attitude toward mobile advertising.
Informativeness
In order for the consumer to receive the high level of satisfaction, an advertiser has to provide adequate, reliable and accurate information (Ducoffe, 1996) . Javadi et al. (2012) mentioned that mobile advertisements should be concise and relevant and it should not suffer from information overload as large amounts of data or information tend to frustrate and detract consumers. However, since the amount of information that can be transferred via mobile phones is limited, mobile advertising is less likely to result in excessive information transfers and exposure (Park and Salvendy, 2012) .
H2 Perceived informativeness of mobile advertising has a positive effect on the attitude toward mobile advertising.
Irritation
Disturbing, or intruding on, consumers with irrelevant information at the wrong time and in the wrong place can result in losing their interest and attention (Gao et al., 2009) .
Attenuating this intrusion is a major challenge for marketers. Irritation (resulting from intrusion) leads to disturbed psychological state (to include feeling of displeasure, anger, frustration and rejection) which cannot be controlled by a remote marketer. This loss of control over a disturbed consumer tends to magnify the adverse impact of irritation caused by intrusive mobile advertising (Van der Waldt et al., 2009) . Therefore:
H3 Perceived irritation of mobile advertising has a negative effect on the attitude toward mobile advertising
Personalisation
Knowing the consumers' time utilisation patterns and location enables marketers to provide better personalised mobile advertisements (Vatanparast and Asil, 2007) . The findings of Varnali et al. (2012) highlighted the importance of considering individual needs and circumstances before sending mobile advertising messages. This evaluation of individual consumer and then sending the message relates to targeting (personalisation) of mobile advertisements which tends to enhance their acceptability and readability (Varnali et al., 2012) .
H4 Perceived personalisation of mobile advertising has a positive effect on the attitude toward mobile advertising.
Innovativeness
There is a high probability that the consumer whose technology usage is mostly driven by novel product experiences is going to indulge in mobile advertising (Beneke et al., 2010) . In particular, mobile users who consider themselves as 'techno savvy' are expected to be attracted towards mobile advertising (Gai et al., 2012) . Hence, individuals having a constant exposure to mobile communication innovations are more likely to have a favourable attitude towards mobile advertising (Kuo and Yen, 2009; Chen and Hsieh, 2012) . Hence, it can be said that consumer innovativeness has a positive effect on his/her attitude toward mobile advertising.
H5 Perceived innovativeness of mobile advertising has a positive effect on the attitude toward mobile advertising.
Control
Some researchers have considered permission as a main consideration in acceptance of mobile advertising (Gao et al., 2009; Mir, 2011) . Tsang et al. (2004) stated that in permission-based advertising, the message is sent only to individuals who agree to receive the communication. This tends to reduce consumer irritation (Tripathi and Siddiqui, 2008) . Sheng et al. (2008) consider ubiquity (consumer's ability to access information anywhere anytime) as the ultimate level of control. This time-space flexibility gives freedom to the consumer in terms of what they want to see and when they want to see it (Okazaki, 2009) . In terms of preferences, consumers have stated that mobile advertising should be sent during certain hours depending on their daily work schedule (Bamba and Barnes, 2007; Tsang et al., 2004; Dhar and Varshney, 2011) . However, according to Beneke et al. (2010) , findings the best time to send mobile message is challenging due to differences in consumers' work schedules and social activities. Hence, degree of consumer control strongly and positively influences his/her attitude towards mobile advertising (Kleijnen et al., 2007; Drossos et al., 2007) .
H6 Perceived control of mobile advertising has a positive effect on the attitude toward mobile advertising.
Social norms
Yang (2007) based on technology adoption model (TAM) found that social influence had a significant impact on attitude toward mobile advertising. He added that technology acceptance is particularly pertinent in mobile advertising adoption especially among young consumers. Furthermore, user's adoption of new technology is significantly affected by positive attitude of someone important (such as a close family member or a spouse) in their life (Venkatesh and Davis, 2000; Palka et al., 2009 ). Azizi (2013) stated that positive social climate reduced the negative attitude towards mobile advertising which inculcated favourable intentions towards mobile advertising usage. According to Zhang and Mao (2008) , social norms have a positive influence on the technology consumption behaviours. In this context, the collectivist Qatari culture would act as a catalyst in enhancing the impact of social norms on attitudes towards consumption of mobile advertising. Hence, there should be a strong relationship between social norms and attitude toward mobile advertising.
H7 Technology friendly social norms have a positive impact on the attitude toward mobile advertising Figure 1 depicts the proposed framework which shows the key determinants and their expected relationship (i.e., H1 to H7) with attitude towards mobile advertising. 
Measures
The measures for entertainment, informativeness and innovation were taken from Blanco et al. (2010) . Measure for irritation was taken from Chowdhury et al. (2006) whereas measure for personalisation was borrowed from David (2007) . Social norms were assessed using Kamphuis and Ramnarain (2012) measure. Control and attitude towards mobile advertising measures were coined by the author. All the measures showed moderate to high levels of reliability where Cronbach's α varied between 0.707 and 0.945 (see Table 1 ). All responses were captured using a seven-point Likert scale [strongly disagree (1) to strongly agree (7)].
Questionnaire
The questionnaire was in English language. Even though young Qataris (especially university students) have a reasonable command of English, support was offered to reduce communication errors. Some reverse questions were used in order to verify the respondents' attention to questions. The reverse questions were normalised before entering the data for analysis.
Data collection
All the data were collected from the young Qatari consumers who used mobile phones and lived in Qatar. Convenience sampling method was used for this study because it is speedy and economical than other sampling methods (Malhotra and Peterson, 2001 ). Due to the wide dispersion of the target population, both offline (face-to-face) and online (using Survey Monkey) channels were used to conduct a questionnaires based survey. Face-to-face (or on the spot questionnaire completion) survey was conducted in Villaggio and Landmark malls (in Doha) as these two places are frequently visited by young Qataris. Face-to-face data collection took place during morning hours (from 9am-1pm) when the customer traffic was comparatively low and hence minimum disruption was caused to the retail activity. Two teams (with two members each) of bilingual researchers, fluent in Arabic and English, were placed near the main entrance of the shopping malls. In 4 hours (time allowed by the Mall Management), 55 questionnaires were given out and 51 were returned. Out of the 51 returned questionnaires, 45 were worthy of inclusion in the final data analysis. With on the spot questionnaire completions, response rate was very high (93%) as most respondents who were approached agreed to complete the questionnaire. In case of difficulty with the English language, assistance was offered to the respondents.
For online survey, using Survey Monkey (http://www.surveymonkey.com/), a questionnaire link was sent to 1,000 potential respondents in a public university in Qatar. University students were targeted as a prime source of young consumers who are most likely to drive the future of mobile advertising (Sultan and Rohm, 2008; Zhang and Mao, 2008) . A total of 205 questionnaires were returned. A response rate of 20.5% for online questionnaire completion was on the lower side. This could be attributed to English being the second language of Qatari respondents. Some respondents may have abandoned the questionnaire if they came across a linguistic challenge. Online self-completion can present such linguistic constraints which could drag the response rate down (Lefever et al., 2007) . Out of the 205 questionnaires completed and returned online; 182 were considered appropriate for inclusion in the final data analysis.
After removing the incomplete and the unacceptable questionnaires (mostly containing careless responses) from both offline and online collections, a total of 227 questionnaires became part of the data analysis. The usual tests of non-response bias (i.e., limited follow-ups, comparison of early and late responses, etc. Armstrong and Overton (1977) were carried out and were found to be satisfactory as to the lack of non-response bias.
Results
The demographics (Table 1) indicated that a majority (98.8%) of respondents used smart phones. Less than half of the respondents (43.5%) carried one phone and slightly more than half (51.2%) owned two mobile phones. More than half of the respondents were males representing 55.9% of the sample. In terms of age breakdown, majority of the respondents were in the 22-24 years age bracket. Education wise, a majority of the respondents were university going undergraduates. In the monthly income category, the largest income group was ˂QR10000 which represented 39.6% of the sample. This was indicative of the student respondents, a majority of who are not financially independent. Most young Qataris carried the most recent model of a mobile phone (i.e., one year old) which showed their likeness for acquiring latest mobile technology. Table 1 Demographic breakdown of the sample (percentages) (n = 227) Table 2 shows the descriptive statistics [i.e., mean, standard deviation (SD) and Cronbach's α] related to the measures. Reliability was assessed in terms of item and construct reliability. Item reliability was examined by value of the factor loadings (FLs) of the construct items (see Table 5 ). It is widely accepted that items with loading of 0.5 or higher exhibit adequate convergent reliability (Nunnally and Bernstein, 1994) . In terms of construct reliability, all Cronbach's α values were above the generally accepted value of 0.5 (see Table 2 ). Discriminant validity was assessed by comparing the square root of Average Variance Extracted (AVE) against bivariate correlations between the constructs. Discriminant validity is indicated when the square root of AVE is considerably greater than the off-diagonal correlations (see Table 3 ). On the strength of the presented analyses it was concluded that the validity and reliability of the determinants was satisfactory. 
Descriptive statistics

Exploratory factor analysis
It was considered useful to perform exploratory factor analysis (EFA) to test the fitness of items in terms of their association to a construct. Hence, EFA was run in order to let the items load onto the constructs statistically. As a result of the EFA (as shown in Table 4 ), eight components (constructs) were identified (represented by bold numbers) and formed the exogenous and endogenous variables in the research framework. 
Confirmatory factor analysis
The maximum likelihood (ML) estimation was chosen due to its robustness against violation of assumption of least squares multivariate normality in a moderately sized sample (Janssens et al., 2008) . During the first confirmatory factor analysis (CFA) run, all the measures showed FLs of > 0.5 which was indicative of adequate reliability (Hair et al., 2010) . Hence, all the measures were considered fit for use and no modifications or further runs were conducted. Table 5 shows the CFA outcome. Personalisation (David, 2007) Item 9 I feel that mobile advertising displays personalised messages to me (i.e., specifically for me) 0.88 0.69 -Item 10 Content in the mobile advertising are personalised (i.e., specifically addressed to me) 0.80 0.58 8.47
Item 17 I trust personalised mobile advertising 0.87 0.61 7.96
Innovation (Blanco et al., 2010) Item 18 
Structural equation modelling
For the inferential analysis, structural equation modelling (SEM) using SPSS AMOS 21 was applied. SEM was used instead of other multivariate analysis techniques (such as partial least squares, multiple regression analysis) because it is highly suitable for theory testing. Furthermore, as the purpose of this research was 'pathway analysis' (i.e., evaluate the relationship between the dependent variable and the independent variables), SEM is considered as the best multivariate technique for correlation analysis (Tabachnick and Fidell, 2001) . Table 6 shows the results related to the goodness of fit for the research framework. Normed chi-square (χ 2 /df) was 2.06 and within the upper limits of acceptability (i.e., between 2 and 3). ρ-value of χ 2 was above 0.05 indicating an acceptable significance. Additionally, goodness-of-fit index (GFI), adjusted GFI (AGFI), normed-fit index (NFI) and incremental-fit index (IFI) were greater than 0.90. Root of mean square error of approximation (RMSEA) was marginally below the threshold value of 0.08, which is still acceptable (Byrne, 1995) . Some authors, to include Jackson et al. (2005) have suggested a lower cut-off value of 0.05 for RMSEA, whereas other authors (to include Hoe, 2008) consider higher RMSEA cut-off values, of up to 0.08, as being acceptable. Chen et al. (2008) categorise RMSEA cut-off point as semi-arbitrary and influenced by a certain degree of subjectivity. In Chen et al. (2008) opinion, the lower and upper levels of RMSEA acceptability lies between the values of 0.05 and 0.08. The strength of the relationships among the constructs was represented by the respective standardised path coefficient (β). Following Cohen's (1988) recommendations, standardised path coefficient with absolute values of less than 0.10 may indicate 'small' effect; values of around 0.30 a 'medium' effect; and 'large' effects may be suggested by coefficients with absolute value of 0.50 or more. Note: *ρ < 0.05; **ρ < 0.01; ***ρ < 0.001; ns = not significant. Notes: Significant at: *ρ < 0.05, **ρ < 0.01 and ***ρ < 0.001; ns = not significant; standardised regression coefficients; numbers in parentheses are t-values.
Entertainment (β = 0.460, t-value = 7.826, ρ < 0.000), Informativeness (β = 0.261, t-value = 5.333, ρ < 0.000), Social Norms (β = 0.100, t-value = 1.998, ρ < 0.05) and Innovation (β = 0.225, t-value = 3.896, ρ < 0.000) had a significant and a positive impact on young consumers' attitude towards mobile advertising. Irritation, personalisation and control showed an insignificant impact on young consumers' attitude towards mobile advertising. Figure 2 depicts the structural modelling results in diagrammatic form.
Discussion
As shown in Table 7 , significant and positive association between entertainment and young consumers' ATMA (H1) was supported by Haghirian and Dickinger (2005) . They found that mobile advertisements which were enjoyable were more likely to be accepted and viewed. Similarly, Ducoffe (1996) stated that entertainment was significantly related to creating positive advertising value. Unal et al. (2011) also showed a positive relationship between entertainment and young consumers' attitude towards mobile advertising. Within this context Qatari youth are no different. Positive and significant relationship between Informativeness and ATMA (H2) was supported by Siau and Shen (2003) . According to Siau and Shen (2003) , by providing useful and timely information advertisers can grab young consumers' interest. Ducoffe (1996) stated that there was a positive and a strong relationship between information and attitude. He added that supplying succinct and to the point information should be the focus of mobile advertising when directed towards young consumers. This he related to short and wavering attention span of young consumers which can result in easy distraction. Insignificant impact of Irritation on ATMA (H3) can be related to similar findings in other studies. For instance, Haghirian and Madlberger (2005) found that, in young consumers, impact of irritation is not as strong as other variables (such as entertainment and informativeness). This result can also be explained in terms of early stages of mobile advertising in Qatar. Presently, the volume of mobile advertising is perhaps not reaching the levels which may cause irritation. Chen and Hsieh (2012) suggested that with increasing mobile advertising traffic, the consumer resentment tends to go up. In order to reduce these negative feelings, personalised and targeted mobile advertising should be designed which focuses on the interests and the preferences of the recipient. This research indicated that for young Qatari consumers, control and permission were not having a negative or a positive influence on ATMA. Therefore, this outcome contradicts the findings of Tsang et al. (2004) and Unal et al. (2011) who found a positive relationship between consumer's permission and attitude towards mobile advertising. With the passage of time when mobile advertising traffic increases in the Qatari market, this outcome may change. With increasing volume of mobile advertising, consumers may require tighter control as a defence mechanism against receiving unwanted and irrelevant mobile advertisements (Okazaki et al., 2012 ).
An emerging trend is being shown by the non-significant relationship between Personalisation and ATMA (H4) and a significant relationship between social norms and ATMA (H7). These two results suggested that the mobile technology consumption behaviours are changing amongst the Qatari youth. The trends are indicative of a switch from socially driven behaviour (where a collectivist approach to mobile technology consumption is prevalent) and towards a personalised approach where individualistic behaviours towards mobile technology consumption are being displayed and are resulting in dilution of the impact of social norms (Unal et al., 2011) . Even though, personalisation impact on ATMA is still insignificant and social norms impact on ATMA is marginally significant (a border line case in terms of β and t-value), a potential shift from collectivist to individualistic behaviours can be sensed which is most likely to gain momentum in the future.
Positive and significant association between Innovativeness and ATMA (H5) suggested that consumers liked the idea of mobile advertising and are accepting it as a new technology. According to TAM, the more familiar and friendly consumers are towards new technology, the more favourable is their attitude in accepting it (Davis et al., 1989) . Young consumers being born into mobile technology, and centring their life around it, tend to seek innovation as a means of group identity, functional advancement and status building. Young Qatari consumers are no different in this respect.
A positive and a significant impact of social norms on ATMA (H7) indicated that social norms influenced how consumers used mobile advertising as a socialising activity (for instance sending mobile advertisements to their friends and family). The results of this study suggested a positive influence of family, or a close friend, on the acceptance of mobile advertising (Venkatesh and Davis, 2000) . In general, the value of an advertising message is judged by the experiences generated at an individual and societal level. In particular, socially relevant content provide a fitting conversation material for the community or a social group. Such conversations tend to start a communication chain reaction where message content is shared with others and forms a strong base for Word of Mouth, Word of Mouse and social referrals (Rettie et al., 2005; Curran and Lennon, 2011) . Hence, positive social perception boosts the attitude of consumers towards mobile advertising (Hajizadeh et al., 2011) .
In the fast changing socially distinct Qatari mobile market, young Qatari consumers are engaging with mobile advertising. In particular, they are looking for advertisements that are entertaining, informative and innovative. The study indicated that within the collectivist Qatari society, personalisation and control (associated with preservation of privacy) do not have a negative influence on consumption of mobile advertising. This suggested that mobile advertising has not yet grown to an extent where it is causing a level of irritation to have a negative impact on young consumers' attitude.
Limitations
Key determinants of mobile advertising attitude were analysed. There are other determinants (such as credibility, trustworthiness, ubiquity, etc.) which could have been part of the study. The study was conducted in Qatari market with Qatari youth so care should be taken in generalising the findings to other markets and to other type of consumers. Convenience sampling was used where data were collected from a public university and two shopping malls in Qatar; this selectivity may have impacted the results in terms of generalising the attitude of young Qataris towards mobile advertising.
Future research
A qualitative approach (based on in-depth interviews) could be tried which may give further insights into the mobile advertising consumption attitudes of young consumers. Age-based attitudes towards mobile advertising could be researched where two mobile generations (young and old) can be evaluated on technological and social dimensions. In addition, gender comparisons can be made for attitudes towards mobile advertising. Furthermore, attitudes of young Qataris towards different forms and types of mobile advertising (to include mobile web banner, mobile pop-ups, etc.) can be a useful extension of this study [i.e., replication of Moynihan et al. (2010) work in a technologically and socially transforming market].
